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INTRODUCTION 

Scope 


■ This report spotlights some of the data and insights found in our 2020 Health and 
Nutrition Survey with specific emphasis on how different generations adapt their 
health-related behaviours according to their values and needs. 



Disclaimer 

Much of the information in this briefing 
is of a statistical nature and, while 
every attempt has been made to 
ensure accuracy and reliability, 
Euromonitor International cannot be 
held responsible for omissions or 
errors. 

Figures in tables and analyses are 
calculated from unrounded data and 
may not sum. Analyses found in the 
briefings may not totally reflect the 
companies' opinions, reader discretion 
is advised. 


Euromonitor's Health and Nutrition 
Survey provides insight on 
consumers' health behaviour and 
perceptions in a variety of industries, 
including consumer health, health 
and wellness, packaged food, and 
nutrition. 
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INTRODUCTION 


Understanding consumers' health-related choices and actions 


■ Healthy living and behaviours towards health are consistently 
changing year on year. As new trends emerge, such as the blurring 
of categories and competitors within health and nutrition 
industries as well as the growing concerns about illness with 
preventative measures being more important than ever, 
companies and brands need to understand consumer perceptions 
and habits when it comes to their health. Understanding consumer 
needs allows companies to be proactive in innovation and product 
development, and supports targeted marketing and sales 
strategies. 

■ Euromonitor International's latest iteration of the Health and 
Nutrition Survey was fielded online in January and February 2020 
with over 21,000 respondents across 21 core markets around the 
world, to provide consumer insight into every day and long-term 
health behaviours and attitudes. 

■ Working closely with in-house industry experts and analysts 
alongside key players within the industry to develop the Health 
and Nutrition Survey, this survey covers a wide array of topics and 
key trends within areas such as eating habits, nutrition, consumer 
health, exercise behaviours, and vitamin and supplement 
consumption. 
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INTRODUCTION 


The Health and Nutrition Survey and Coronavirus 


■ The data collected via the Health and Nutrition Survey in 2020 were prior to 
the large-scale and unprecedented impact of Coronavirus [COVlD-19). 
However, these consumer data remain relevant in today’s climate as they 
show growing health-related trends that are likely to be even stronger in the 
wake of COVlD-19, including those that are covered in this white paper. For 
example, the growing interest of consumers seeking a holistic approach to 
healthy living as well as an increase in taking preventative measures when it 
comes to their healthcare, are trends we have seen in both our 2019 and 
2020 Health and Nutrition Survey data. These trends are still extremely 
relevant and are expected to continue to grow at a faster rate due to the 
impact of COVlD-19. 

■ Though we cannot say for sure how COVlD-19 will impact consumers and 
their healthcare habits in the future, our Health and Nutrition Survey data 
show which trends are most important to consumers and are likely to 
continue being part of their healthy lifestyles and behaviours, therefore 
allowing businesses to understand consumer priorities and strategically plan 
next steps in an unknown landscape. 
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ATTITUDES AND PERCEPTIONS OF HEALTH 


Consumers' perceptions of their current health status 


■ Health habits and attitudes are an important aspect of consumers' lives 
and often influences their every day and long-term decisions from 
dietary restrictions to shopping behaviour. However, as consumers grow 
older, their needs, values and priorities can shift. 

■ Across all four generations, consumers seem fairly positive about their 
current health with the majority identifying their health as being "good", 
"very good" or "excellent". It is not surprising that older consumers, such 
as Generation X and baby boomers, are less satisfied with their current 
health as age-related issues and illnesses become more common. 


28 % of baby boomers are 
currently suffering from a 
serious health condition or 
illness. 


Self-Rating of Health Percentage of Global Respondents by Generation 

Generation Z 

Millennials 

Generation X 

Baby Boomers 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 

% of respondents who view their health as good, very good or excellent 

Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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ATTITUDES AND PERCEPTIONS OF HEALTH 


Growing focus on mental wellbeing 


■ Healthy living has often focused on physical ailments and appearance, however, over the past couple of years, 
there has been a dramatic shift in attention to mental wellbeing. Regardless of age, all consumers are heavily 
invested in mental wellbeing, as this is cited as the top meaning of health across all generations. 

■ Consumers are looking at health with a more holistic view and are highly focused on feeling good. Mental 
wellbeing encompasses several areas including feeling relaxed, calm, confident or self-assured, but most 
importantly consumers are prioritising time for themselves. Notably, there has been a rise in global consumers 
taking yoga, participating in meditation, demanding flexible working hours to maintain a good work-life 
balance, spending time on hobbies and with friends and family as well as placing more importance on sleep. 

Top Five Meanings of Health Percentage of Global Respondents by Generation 


Ranking 


Generation Z 


Millennials 


Generation X 


Baby Boomers 

1 

61% 

Mental 

wellbeing 

64% 

Mental wellbeing 

66% 

Mental wellbeing 

66% 

Mental wellbeing 

2 

58% 

Feeling "good" 

61% 

Feeling "good" 

61% 

Absence of disease 

64% 

Absence of 

disease 

3 

57% 

Getting enough 
sleep 

59% 

Getting enough 
sleep 

61% 

Feeling "good" 

63% 

Feeling "good" 

4 

54% 

Emotional 

wellbeing 

57% 

Absence of disease 

59% 

Getting enough 
sleep 

61% 

Getting enough 
sleep 

5 

53% 

Maintaining a 
healthy weight 

56% 

Emotional 

wellbeing 

57% 

Emotional 

wellbeing 

57% 

Maintaining a 
healthy weight 


Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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UNDERSTANDING SLEEP, STRESS AND ANXIETY 


Prioritising stress and anxiety management 


■ The rise of social media, fast and on-the-go lifestyles 
alongside fluctuating political and environmental 
landscapes greatly influenced and increased the amount of 
stress and anxiety consumers feel daily. Though many 
consumers are focused on living balanced lifestyles and 
the importance of mental wellbeing continues to grow, 
stress and anxiety remain an issue for a large part of the 
population. This focus on mental wellbeing is expected to 
continue to grow at an accelerated rate in relation to the 
current COVlD-19 crisis. 

■ Consumers are striving to simplify their lives which can be 
seen through the continuous growth of convenience 
products and services. By removing the need for 
consumers to spend time on tasks or activities that they do 
not enjoy, these products and services allow consumers to 
facilitate their mental and physical wellbeing through 
other activities which are deemed as more valuable, such 
as spending time on themselves, spending time with 
friends and family, participating in leisure experiences and 
exercise. Brands and companies across industries need to 
ensure that their products and services are as convenient, 
easy to use and hassle free as possible to resonate with 
millennials. Generation X and Generation Z consumers. 


Over of global consumers claim that 

they are currently suffering from 
"moderate", "high" or "extreme" stress 
levels. 


Typical Stress Level Percentage of Global 
Respondents by Generation 

70% 



Low or no stress Moderate, high or extreme 

stress 


■ Generation Z ■ Millennials ■ Generation X Baby Boomers 

Source: Euromonitor International's Health and Nutrition Survey (fielded 
January/February 2020) 
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% of respondents 


UNDERSTANDING SLEEP, STRESS AND ANXIETY 


Online influences trigger stress and anxiety 


■ Though all consumers are looking for ways to simplify their lives, millennials and Generation Z also feel that 
they are under constant pressure to get things done and that the internet adds to their daily stress levels. These 
consumers live a large part of their lives online through social media platforms, receiving constant messaging 
from friends, family, influencers, celebrities as well as directly from brands and companies on how to live 
certain lifestyles. As online and real life become more blurred, younger consumers are striving to seek a balance 
between these two worlds in order to reduce stress and anxiety - placing importance on reducing screen time, 
connecting in-person rather than online and living authentically according to their own needs rather than 
trends they see on social media. 


80% 


Personal Traits and Values Percentage of Global Respondents by Generation 



I feel under constant pressure to get I am looking for ways to simplify my Using the internet adds a great deal it is important for me to cultivate my 
things done life to my daily stress levels brand online and manage others' 

perceptions of me 


■ Generation Z ■Millennials ■ Generation X Baby Boomers 


Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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UNDERSTANDING SLEEP, STRESS AND ANXIETY 


Limiting exposure of online platforms and social media 


■ There has been a growth in consumers 
using apps and services that limit the 
usage of certain social media platforms 
or simply remind them to look away 
from their screens from time to time. 
These types of products and services 
which promote mental wellbeing and 
encourage a balanced use of online 
platforms are highly likely to resonate 
with millennial and Generation Z 
consumers seeking to reduce their 
stress and anxiety levels. 


Over 40 % of millennials and 
Generation Z state that it is important 
for them to cultivate their brand 
online and manage others’ 
perceptions of themselves. 
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% of respondents 


UNDERSTANDING SLEEP, STRESS AND ANXIETY 


Understanding sleep habits of Generation Z and millennials 


■ When looking at sleep habits, Generation Z and millennials struggle to fall asleep which could be caused by 
their high stress levels. Though they are unlikely to wake up frequently during the night, Generation Z and 
millennials often feel tired after sleeping and do not necessarily feel refreshed or awake when they wake up. 
These two generations are also most likely to be concerned that their sleep habits are impacting their overall 
health. Brands and companies that can provide sleep aids, products to help calm consumers or facilitate lifestyle 
changes that promote sleep, such as exercise and meditation, are likely to resonate with younger consumers 
who may have difficulty switching off 


60% 


Typical Sleep Habits Percentage of Global Respondents by Generation 


50% 


40% 

30% 

20 % 

10 % 

0 % 



I fall asleep easily It takes me a long Once 1 fall asleep 1 1 always need an 1 usually wake up When 1 wake up, 1 When 1 wake up, 1 
but wake up often time to fall asleep do not wake up alarm to wake up naturally without often still feel usually feel 
in the middle of again until on time an alarm tired refreshed and 

the night morning awake 


1 am concerned 
that my sleep 
habits are 
impacting my 
overall health 


■ Generation Z 


■ Millennials 


■ Generation X 


Baby Boomers 


Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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UNDERSTANDING SLEEP, STRESS, AND ANXIETY 


Restless and disturbed sleep impacts Generation X and baby boomers 


■ Generation X and baby boomers have a different set of struggles when it comes to sleep. They usually wake up 
feeling refreshed and awake, however, claim that they suffer from disturbed sleep - frequently waking up at 
night or sleeping very lightly. Though these consumers agree that sleep is an important part of a healthy 
lifestyle, they feel confident in their sleeping habits and do not feel it is negatively impacting their health. 
Therefore, though brands and companies that provide products and services that facilitate a more restful sleep 
could be of interest to these consumers, baby boomers and Generation X are not necessarily actively seeking 
them and therefore these products are most likely going to be considered "nice-to-have" rather than essential. 
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WEIGHT MANAGEMENT AND BARRIERS TO EXERCISE 


Incorporating weight management into holistic healthy living 


■ An important factor for healthy living is 
weight management. However, 
consumer perception of what this 
should look like has changed recently, 
with more body-positive messaging 
and encouragement to live a well- 
rounded lifestyle instead of solely 
focusing on how you look. 

■ Though the emphasis on weight has 
shifted as consumers are incorporating 
mental wellbeing as well as emotional 
wellbeing in their holistic approach to 
healthcare - Generation Z and baby 
boomers still prioritise healthy weight 
as an important aspect of being healthy, 
and millennials are also likely trying to 
lose weight at the moment. 


57 % of millennials are currently 
trying to lose weight. 
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WEIGHT MANAGEMENT AND BARRIERS TO EXERCISE 


Changing perspectives on weight management and loss 


■ Traditional methods of weight loss are prioritised across all generations. However, millennials and Generation 
Z are more likely to increase water consumption and exercise before changing their diet. These two generations 
are focused not only on maintaining a healthy weight but more importantly are seeking to be physically fit and 
strong. In turn, baby boomers are more likely to make changes to their diet, such as reducing sugar 
consumption or eating less food overall, before increasing the amount they exercise. 


Top Five Approaches to Weight Loss 

Percentage of Global Respondents Currently Trying to Lose Weight by Generation 


Ranking 


Generation Z 


Millennials 


Generation X 


Baby Boomers 

1 

59% 

Drink more 

water 

58% 

Drink more water 

57% 

Drink more 

water 

59% 

Reduce sugar 
intake 

2 

57% 

Exercise more 

57% 

Exercise more 

57% 

Reduce sugar 
intake 

53% 

Drink more 

water 

3 

48% 

Reduce sugar 
intake 

53% 

Reduce sugar 
intake 

53% 

Exercise more 

52% 

Eat less food 
overall 

4 

40% 

Eat less food 
overall 

41% 

Drink less sugar- 

sweetened 

beverages 

47% 

Eat less food 
overall 

48% 

Exercise more 

5 

39% 

Reduce snacks 
between meals 

41% 

Eat less food 

overall 

43% 

Drink less sugar- 

sweetened 

beverages 

44% 

Reduce snacks 
between meals 


Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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WEIGHT MANAGEMENT AND BARRIERS TO EXERCISE 


Integrating physical activity into daily habits and behaviours 


■ Across all generations, consumers are looking to exercise more and agree that physical activity is an important 
aspect of a well-rounded healthy lifestyle. However, putting this into practice can often be challenging and the 
barriers to exercise vary across generations. 

■ Baby boomers who are currently participating in minimal or no exercise are usually happy with their current 
level of exercise - often feeling that their regular activities during the day are enough and any additional 
exercise is unnecessary. These consumers are also least likely to enjoy exercise, with 12% saying that they are 
physically unable to exercise. Brands and consumers creating exercise platforms, routines and products geared 
towards baby boomers should ensure that they can easily be integrated into already existing daily activities to 
fit current lifestyles. 


Factors Preventing Exercise Percentage of Global Respondents by Generation 

40% 



‘o I am satisfied with how I do not enjoy I am typically active 1 do not have enough 1 cannot afford a gym 1 feel uncomfortable 

# often 1 exercise exercising in general during the day and do time membership exercising infront of 


not need to add others 

additional exercise 


■ Generation Z ■ Millennials ■ Generation X Baby Boomers 

Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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WEIGHT MANAGEMENT AND BARRIERS TO EXERCISE 


Consumers are struggling to make time to exercise 


■ Similar to baby boomers, Generation Xers are fairly satisfied with how much they currently exercise, however, 
cite not having enough time as the main factor preventing them from exercising more. For Generation X 
consumers who are striving to increase their level of exercise, brands and companies need to ensure that their 
products and services are convenient to use and time efficient. These could include on-the-go workouts or 
online and at-home workouts that allow for more flexibility to fit exercise into their busy lifestyles. 

■ Generation Z and millennials are least likely to be satisfied with how much they exercise and are striving to 
increase their exercise activity overall. However, time is the biggest factor preventing these two generations 
from exercising. Over the last few years, there has been a growing trend of getting exercise wherever possible, 
with an increase of at-home or online fitness classes, offices partnering with gym membership schemes for their 
employees and consumers using their lunch break to jog or join a fitness class. However, Generation Z and 
millennials still feel that they do not have enough time to exercise as much as they want as other life priorities 
can often take precedence, such as spending time with friends or having a nice meal at a restaurant. Businesses 
have seen success in pairing various life priorities together, in order to resonate with these consumers and 
ensure they are making the most of their time spent exercising - whether this is through marketing exercise 
classes as a fun activity for friends or having additional features, such as a healthy brunch or happy hour drinks 
as a treat to be enjoyed after exercising. Brands and companies that can incorporate a variety of lifestyle habits 
and preferences into exercise products and services are likely to resonate with younger consumers who not 
only want to be fit but also enjoy their exercise. 

■ Additionally, Generation Z consumers who currently participate in minimal or no exercise are also highly likely 
to feel uncomfortable exercising in front of others. Brands and companies should ensure that their products and 
services encourage building confidence, self-esteem and overall mental wellbeing in order to resonate with 
these consumers. Generation Z may also be a prime market for at-home, online or private fitness classes which 
could alleviate some of the anxieties they are facing. 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Accepting medical information from alternative sources 


■ Medical behaviours and perceptions of healthcare practitioners and pharmaceuticals vary across generations. 
Though traditional channels and resources, such as doctors, medical practitioners and pharmaceuticals, are still 
widely used and consulted - the shift towards online platforms and availability of information sources is 
changing consumers' medical behaviours and perceptions. 

■ Baby boomers are most likely to have continuous check-ups and visit doctors frequently, whether this is for 
pre-existing health issues or preventative care. Though Generation Z and millennials continue to visit a doctor, 
they are also more open to visiting alternative healthcare practitioners or to consulting a pharmacist or chemist 
for their needs compared to other generations. In general, it appears that Generation Z and millennials are more 
open to trying and trusting alternative avenues of healthcare information and are not solely reliant on 
traditional doctors or medical specialists, especially if this means that they will be able to resolve their 
healthcare issues conveniently and quickly. 
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60% 

40% 

20 % 

0 % 


Medical Behaviours Percentage of Global Respondents by Generation 



Visit a doctor Visit an alternative healthcare Consult a pharmacist or chemist Visit a specialist doctor 

practitioner 


■ Generation Z ■ Millennials ■ Generation X Baby Boomers 

Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Use of pharmaceutical products and over-the-counter medicine 


■ Not only are millennials more likely to visit an alternative healthcare 
practitioner, but they also seem to be more willing to include 
pharmaceutical products in their lifestyles. Though they feel that 
pharmaceutical products are effective and are not very worried 
about safety concerns compared to other generations, millennials 
continue to feel that healthy living can be achieved through more 
natural means, such as dietary changes and exercise habits. 
Therefore, pharmaceutical brands and companies looking to target 
millennials need to ensure that their products fit into millennials’ 
overall lifestyles and are not solely focusing on an end healthcare 
goal. 

■ Generation Zers are the least likely to use over-the-counter medicine 
to treat themselves while they are suffering from illness or ailments. 
They are also more sceptical about the safety of pharmaceutical 
products in general compared to other generations. Similar to 
millennials. Generation Z feels that other lifestyle changes can be 
made to alleviate the impact of healthcare issues and ailments before 
resorting to pharmaceuticals. Though both generations are steering 
towards natural living instead of relying solely on pharmaceutical 
products, their drivers for doing so are different with millennials 
seeking a more balanced lifestyle which does not solely rely on 
medicine or pharmaceuticals and Generation Z worried about the 
safety and long-term effects of pharmaceutical products. 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Understanding approaches to medical care 


■ Interestingly, less than half of global 
consumers feel that pharmaceutical 
products are safe to use, which is 
highly driven by a select few 
countries for a variety of reasons. 

■ Cultural trends in France and 
Germany have long advocated for 
more natural lifestyles with 
importance being placed on herbal 
remedies, eating habits and 
exercise. These consumers do not 
doubt the effectiveness of 
pharmaceutical products but are 
likely to worry about their safety 
and long-term effects. 


46 % French consumers 
disagree that pharmaceutical 
products are safe. 


80% 


Approaches to Medical Care Percentage of Global 
Respondents by Generation 
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I use over-the-counter (non- Pharmaceutical products are Pharmaceutical products are 
prescription] medicine to safe effective 

treat myself when 1 am 
suffering 


■ Generation Z BMillennials ■ Generation X Baby Boomers 


Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Perceptions on safety of pharmaceutical products 


■ Cultural trends in France and Germany have long advocated for more natural lifestyles with importance being 
placed on herbal remedies, eating habits and exercise. These consumers do not doubt the effectiveness of 
pharmaceutical products but are likely to worry about their safety and long-term effects. 

■ Asia Pacific markets, such as Japan and South Korea, are highly indifferent to pharmaceutical products with 
around 50% of respondents remaining neutral and neither agreeing or disagreeing on whether pharmaceutical 
products are safe. 

■ Lastly, since the fielding timing of the Health and Nutrition Survey was in January and February 2020, the 
impact of COVlD-19 might have already started changing perceptions around the safety of pharmaceutical 
products in China. 


60% 


Pharmaceutical Product Safety Percentage of Respondents by Select Countries 


50% 
40% 
30% 
20 % 
10 % 
0% r 



Pharmaceutical products are safe 


■ France ■ Russia ■ South Korea ■ Brazil ■ Japan ■ China ■ United Arab Emirates Germany Colombia 

Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Moving towards online health platforms to save time and money 


■ Key contributing factors to 
preventing medical visits include 
high costs, no reason to visit, too 
much hassle and fear/anxiety. 
Interestingly, baby boomers also 
feel that medical visits have not 
necessarily helped them much in 
the past and therefore are not 
willing to go again. Barriers, such 
as high cost, hassle and not 
enough time, are overcome by 
online healthcare platforms and 
are the main reasons consumers 
are using these alternative 
channels. Businesses operating 
via online channels need to 
ensure that these factors are 
always prioritised when it comes 
to product, service development 
and marketing as they are most 
likely to resonate with 
consumers across all generations. 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Barriers to medical visits 


Top Five Factors Preventing Medical Visits 
Percentage of Global Respondents by Generation 


Ranking 


Generation Z 


Millennials 


Generation X 


Baby Boomers 

1 

30% 

Cost/nnedical 
care is too 
expensive 

31% 

Cost/medical care 
is too expensive 

31% 

Do not have a 

reason to visit a 

medical 

professional 

32% 

Do not have a 

reason to visit a 

medical 

professional 



Do not have a 

reason to visit a 

medical 

professional 


Do not have a 

reason to visit a 

medical 

professional 


Cost/medical 


Cost/medical 

2 

30% 

31% 

27% 

care is too 
expensive 

23% 

care is too 
expensive 

3 

29% 

Do not have 
enough time 

27% 

Do not have 
enough time 

22% 

Do not have 
enough time 

18% 

Seeking medical 
care is too much 
hassle 







Seeking medical 



4 

23% 

Fear or anxiety 

22% 

Fear or anxiety 

19% 

care is too much 
of a hassle 

15% 

Fear or anxiety 

5 

19% 

Seeking medical 
care is too much 
of a hassle 

20% 

Seeking medical 
care is too much 
of a hassle 

18% 

Fear or anxiety 

13% 

Visits to medical 
professionals 
have not helped 
me in the past 

Source: Euromonitor International's Health and Nutrition Survey (fielded January/February 2020) 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Understanding perceptions on online health information sources 


■ Consumers continue to value and trust traditional information sources, such as doctors/medical professionals, 
nutritionists/dieticians and pharmacists. However, when it comes to online health information sources, there 
are some clear distinctions as to how they are perceived across generations. 

■ Millennials are the most comfortable with online health information sources and are much more likely to be 
influenced by them than other generations. Though Generation Zers are relatively trustworthy of online 
healthcare sources, they are slightly more sceptical than millennials about sharing personal information on the 
internet. Generation Z has never known a world without the internet and therefore may be warier of the 
permanence of personal information online and how their data is being used by corporations and governments. 


Trust in Online Health Information Sources Percentage of Global Respondents by Generation 
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Virtual doctor or medical Healthcare-related websites Online community or chatroom 

professional 


■ Generation Z ■ Millennials ■ Generation X Baby Boomers 
Source: Euromonitor Internationars Health and Nutrition Survey (fielded January/February 2020) 



Blogger/social media influencer 
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MEDICAL BEHAVIOURS AND PERCEPTIONS 


Growing acceptance of online and virtual health sources 


■ Though Generation X and baby boomers are less likely to trust an online community/chatroom or blogger/ 
social media influencer, they are comfortable in using a virtual doctor/medical professional and healthcare- 
related websites. This showcases that it is not just younger generations who are using the internet to support 
their healthy living decisions and receive information on health issues. Brands and companies need to be aware 
that online marketing and sales strategies should therefore also incorporate baby boomers and Generation X as 
they become more adept to using these kinds of platforms. 
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Passport 


Introduction 

Attitudes and Perceptions of Health 
Understanding Sleep, Stress, and Anxiety 
Weight Management and Barriers to Exercise 
Medical Behaviours and Perceptions 
Research Overview 


RESEARCH OVERVIEW 


Overview of Health and Nutrition Survey 


Focus and Design 

■ The Health and Nutrition Survey explores consumers' 
health and nutrition-related behaviours, perceptions, 
expectations, and attitudes. This survey launched in 2019 
and is tracked annually. 

■ Survey, design, execution and analysis were developed 
collaboratively across teams within Euromonitor 
International, in conjunction with outside sample 
partners. 

Fielding 

■ A diverse set of online panellists in 21 countries were 
invited to participate between January and February 
2020.1,000 responses were captured in each market. 

■ Panellists were pre-screened to ensure that the sample 
matched each country's population according to nested 
quotas for age [from 15 to 74) and gender. 

Data Cleaning 

■ Oonly unique, complete responses to the Health and 
Nutrition Survey questionnaire were used in analysis. 
Data cleaning includes removing duplicate IP addresses, 
illogical responses and responses with fast completion 
times. 


2020 Health and Nutrition Survey 
Data Geographic Coverage 

Africa and the Middle East: South Africa, 
United Arab Emirates 

Asia Pacific: Australia, China, India, Indonesia, 
Japan, South Korea, Thailand 

Eastern Europe: Poland, Russia 

Latin America: Brazil, Colombia, Mexico 

North America: Canada, US 

Western Europe: France, Germany, Italy, 
Turkey, UK 
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RESEARCH OVERVIEW 


Health and Nutrition Survey covers health habits and 15+ illnesses (1) 


Children's Health and Nutrition 

■ Dietary Preferences 

■ Eating Habits 

■ Shopping Preferences 

■ Vitamins and Supplements 

Eating and Drinking 

■ Alcohol Consumption 

■ Caffeine Consumption 

■ Dietary Preferences 

■ Eating Habits 

■ Ingredients and Labels 

■ Reasons for Diet 

■ Weight Loss Habits 

Exercise and Sports Nutrition 

■ Attitudes Towards Exercise 

■ Exercise Habits 

■ Sports Nutrition 


General Health 

■ Current Health Status 

■ Eyewear 

■ Medical Behaviours and 
Perceptions 

■ Perceptions of Health 

■ Sleep Behaviour 

■ Stress Habits and Behaviour 

Health Issues and Concerns 

■ Cold 

■ Depression and Mental Health 

■ Diabetes 

■ Eye/Vision Issues 

■ Headaches 

■ Health and Wellness Concerns 

■ Heart Issues and Heart Disease 

■ Incontinence 

■ Joint and Muscle Pain 
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RESEARCH OVERVIEW 


Health and Nutrition Survey covers health habits and 15+ illnesses (2) 


Health Issues and Concerns 
[continued) 

■ Lower Digestive Issues 

■ Memory Issues 

■ Men's Health 

■ Mobility Problems 

■ Obesity/Weight Management 

■ Seasonal Allergies 

■ Skin Health 

■ Sleeping Problems 

■ Stomach Ache 

■ Stress and Anxiety 

■ Upper Digestive Issues 

■ Women's Health 

Personal Traits and Values 

■ Attitudes Towards Life 


Smoking 

■ Smoking Cessation 

■ Smoking Habits 

Technology 

■ Use of Health-Related 
Technology 

Treatment of Health Issues 

■ Attitudes Towards Treatment 

■ Purchase Location 

■ Reasons for Seeking New 
Prevention/Treatment Methods 

■ Treatment Approach 

Vitamins and Supplements 

■ Attitudes and Habits 

■ Reasons for Taking 
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Research Consultant, Consumer Insights 
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This research from Euromonitor International is part of a global 
strategic intelligence system that offers a complete picture of the 
commercial environment. Also available from Euromonitor 
International: 


Global Briefings 

Timely, relevant insight published every month on the state of the market, 
emerging trends and pressing industry issues. 

Interactive Statistical Database 

Complete market analysis at a level of detail beyond any other source. 
Market sizes, market shares, distribution channels and forecasts. 

Strategy Briefings 

Executive debate on the global trends changing the consumer markets of 
the future. 

Global Company Profiles 

The competitive positioning and strategic direction of leading companies 
including uniquely category-specific sales and share data. 

Country Market Insight Reports 

The key drivers influencing the industry in each country; comprehensive 
coverage of supply-side and demand trends and how they shape future 
outlook. 


Learn More 

To find out more about 
Euromonitor International's 
complete range of business 
intelligence on industries, 
countries and consumers please 
visit www.euromonitor.com or 
contact your local Euromonitor 
International office: 

Bangalore +91 (80) 6774 0500 
Cape Town +27 21 524 3000 
Chicago+1 312 922 1115 
Dubai +9714 372 4363 
Dusseldorf +49 211 890 0944 
Hong Kong +852 3796 3604 
London +44 (0) 20 7251 8024 
Santiago +56 22 915 7200 
Sao Paulo +55 11 2970 2150 
Seoul+82 2 6123 0209 
Shanghai +86 21 6032 1088 
Singapore +65 6429 0590 
Sydney+61 0 2 9581 9200 
Tokyo +81 3 3436 2100 
Vilnius +370 5 243 1577 
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